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Opening — Service Profit Chain
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Opening — Service Profit Chain

The productivity and retention of our employees is directly linked to our

customer loyalty — and ability to grow and be profitable.
] ] ] ] ] ] ] ] I

,/ \\\ i /// ‘\\\
/ \ 4 \
/! 3 Employee / Revenue
J ! o II \\
,,’ L 'y Retention + Growth )
1
I | \ I 1 \
.' \Internal 1 \ External ; '|
- o _ Employee . _ Customer Customer -
| Leadership9» Service : Service WP . . . |
| , 1 Loyalty ! Satisfaction ~ Loyalty |
1 ! ! 1 I
‘ ! Value ! ! Value \ !
\ b \ . g !
) ; 1 Employee 7~ / \  Profitability
\ . ' ' \ ’
\ /! 3 Productivity . 4

Adapted from: Service Management Interest Group
3 Harvard Business School

© Hunter Business Group, LLC




What is Customer Experience?

Customer 2xperience:

The sum of all activities performed in
satisfying a customer’s needs.

Are you acting in
ways that matter
to your
customers?
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Customer Experience Model
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Leveraging insight and data
from three key groups of
individuals delivers the ideal
future state.
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A Highly Loyal Customer is
Invaluable
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Overall Loyalty Driver Model
(w/Attributes)

In B2B, the key for
acting on loyalty data for
IS having data at the
Account Level!

Customer
Share

Attributes Drivers
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Identifies the handful of key
drivers, which truly impact
loyalty —along with current
performance (as rated by your
clients) and the relative
Importance of each of the
drivers

Importance Performance

Driver: a

collection of related 3 3.27
activities that

P 34 3.06

statistically
“explain” behavior . o

in terms of loyalty |

19 3.00
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- This next level of detail makes
[ the model truly actionable — by
defining, in clients’ own words
— the specific activities that
define each driver

What are attributes?

Importance Performance

Attribute: 35 327
Specific,
measurable, 34 3.06
actionable items
that result in 33 3.18
satisfying a driver.
19 3.00
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Priorities

Execute

Attribute
Attribute

Attribute
Attribute
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Employee Loyalty

The loyalty of our employees is directly linked to our
customer onalty and ability to grow and be profitable.
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Key Drivers of Employee Loyalty

With Example of Attributes that Compromise a Driver

Adequate Job Training

Communlcatlon

7 —
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How Do We Do It:
Impacting Loyal Employees

Prioritizin i

Enabling Identify Key ,| Employee »  Drivers ’ SBSut:(fjngtiC
Leadership Drivers Feedback Loop & Attributes FoIIgW-Through

Identify the key drivers\ /Build a

of our employee systematic

loyalty —and separate follow-through

these from the surface for actions to

“pain points” or table address the

\_stakes 4 \_drivers -
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Performapce Management =
Systematic Follow-thru

e See handout
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Johnson Controls Case Study

: 1. Gather Customer Input on Loyalty Drivers
Understanding VOC Research Tool
Customer 2. Benchmark Industry Leaders — Methods and Tools
Needs CSO Benchmarking Tool
And
[ Ui 1. Benchmark Successful Salespeople
Be_st Conduct Skill Assessments 2. Define Behavioral Traits for Success
Practices & Build Competency Position Definition & Profiling Tool
Model 3. Define Metrics and Performance

Management Process
Performance Management Tool

Improving Talent 1. Create Individualized Learning
Effectiveness Maps

On-Boarding Program & Mentoring
Jump Start Certification Tool

Understanding 1. Gather Employee Input
Employee Loyalty VOE Research Tool
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Johnson Controls Case Study

Internal
Examples
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1.

Understanding Customer

Needs & Industry Best

Practices

Sample Analysis Results:
Defining Activity Profiles by Role

@

@)

©

Activity Clusters Form
Profiles

Profile 1

* Focuses time on a select
few activities

» Perform activities that have
the greatest impact on
performance

Profile 2

e Less focused than Profile
1 in allocating their time

» Perform activities that are
both advantageous to and
hindering sales
performance

Profile 3

» Less focused than Profiles
1 & 2 in allocating their
time

» Sales performance
hindered by inefficiencies
in transitioning tasks
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Activity Profile #1 has highest performance
across all measures and percent of goal, with
an observed higher level of effort

0% 10% 20% 30% 40% 50% 60% 70% 80%

2246

74%

2132

Performance?

B Total Logged Level of Effort
Min/wk)
@ New Revenue

1789
@ Renewal Revenue

@ Ancillary Revenue

0O % of Revenue to Goal

0 500 1000 1500 2000 2500

Note: performance measures are through September 2007.



In summary...

* Good people + poor process = inability to capitalize on skills
* Good process + wrong people = inability to execute successfully

* Good people + Good process = Achievement of
Goals for all!
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Where can I go for more
information?

Hunter Business Group
4650 N Port Washington Road
Milwaukee, WI 53212
414-203-8060

Contacts:
Cate Phillips
Nedra Pope
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